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vertising is the traditional emphasis in the movie marketing mix, in recent years the 
budget for promotion has equaled the advertising budgets. This essay discusses 
two areas of movie promotion that studios have increasingly turned to for addi- 
tional revenues: merchandising and promotional/partner tie-ins. These two ele- 
ments of the promotion mix generate billions of dollars in revenue for studios each 


year, but they are generally overlooked by the general population and academic 
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valuable case study because of the conflict between its relentless product placement COM) 
and its dark vision of contemporary global capitalism. The article investigates four 


aspects of global capitalism addressed by Cast Away: the compression of time, the When 
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